Journal of Marketing Research 


Annotated Subject Index and Author/Title Index 
Vol. XXXI, 1994 


Advertising and Media 

Brand Evaluation and Choice 

Brand Management 

Consumer Behavior 

Customer Service 

Editorials 

Forecasting 

Managerial Judgment and Decision Aids ....................--. 588 
Marketing Analysis and Response 

Measurement 

Sales Force Management 

Selling 

II cana ae ao pieces CER e MNT eae Cae can eos 589 
Trading Relationships 


ADVERTISING AND MEDIA 


Advertising’s Impact on Category Substitution, BRIAN WANSINK, 
November 1994, 505-15. 

Mature brand use can be increased by encouraging people to substitute 
it in situations for which it is not normally used. They are most likely to 
do so if they perceive the target product as neither too similar to nor dis- 
similar from the product it is replacing. In study 1, the author shows that 
ads are most likely to change usage attitudes by either (1) advertising 
common attributes when the comparison product is dissimilar or (2) ad- 
vertising distinct attributes when the comparison product is similar. In 
study 2, replicating the design of study 1, the author demonstrates that 
ads that have a positive impact on usage attitudes toward the target prod- 
uct can have a corresponding negative impact on usage attitudes toward 
the comparison product. Hence, the effectiveness of an expansion adver- 
tising campaign depends on its positive impact on the target product and 
its negative impact on the comparison product. 


The Effects of Advertising on Brand Switching and Repeat Purchasing, 
JOHN DEIGHTON, CAROLINE M. HENDERSON, and SCOTT A. 
NESLIN, February 1994, 28-43. 

The authors examine switching and repeat purchase effects of adver- 
tising in mature, frequently purchased product categories. They draw on 
consumer behavior theories of framing and usage dominance to formu- 
late a logit choice model for measuring these effects. They estimate the 
model using single-source scanner data. Their results suggest that adver- 
tising induces brand switching but does not affect the repeat purchase 
rates of consumers who have just purchased the brand, a result consistent 
with usage dominance rather than framing. They find the switching in- 
fluence to be largely confined between the current and previous purchase 
occasions. They illustrate the magnitude of this effect and explore po- 
tential profitability. 


Enhancing Memory of Television Commercials Through Message Spacing, 
SURENDRA N. SINGH, SANJAY MISHRA, NEELI BENDAPUDI, 
and DENISE LINVILLE, August 1994, 384-92. 

Though advertising repetition is a frequently used marketing strategy, 
its effects are not well understood. The authors report findings from a 
laboratory experiment in which they investigated the effects of repeating 
a television commercial as a function of varying the message spacing or 
lag (i.e., the number of intervening commercials between two presenta- 
tions of the target commercial) and the delay in memory measurement. 
In two different samples—younger and older adults—the results show a 
lag by measurement delay interaction. In general, the results show that in 
the long measurement delay condition, the recall of message contents 
was significantly higher with the long lag than with the short lag. How- 
ever, the the short measurement delay condition, recall was significantly 
higher with the short lag than with the long lag. The results are explained 
by a variation of encoding variability theory. The implications of the 


findings for media planning and television advertising to older adults are 
discussed. 


Reducing Competitive Ad Interference, H. RAO UNNAVA and DEEPAK 


SIRDESHMUKH, August 1994, 403-11. 

Some recent research has shown that the presence of competitive ad- 
vertising undermines the recall of a marketer's advertising. The authors 
use the encoding variability hypothesis to develop two approaches to 
counter the detrimental effects of competitive advertising. In the first ex- 
periment, the use of varying ad executions is shown to help resist com- 
petitive advertising better than repeating the same executions. In the sec- 
ond experiment, changing the modality of target advertising to be differ- 
ent from the modality of competitive advertising is shown to reduce in- 
terference effects. 


Signal Detection Theory and Single Observation Designs: Methods and In- 


dices for Advertising Recognition Testing, J. DENNIS CRADIT, 
ARMEN TASHCHIAN, and CHARLES F. HOFACKER, February 
1994, 117-27. 

Most marketing applications of signal detection theory (SDT) produce 
an estimate of the respondent’s memory accuracy based on exposure to a 
number of advertisements. Marketing practitioners, however, are usually 
more interested in the performance of an individual advertisement, or el- 
ements of that ad. Moreover, advertising recognition paradigms are typ- 
ically limited to single observations per respondent. The authors present 
and compare two alternative methodologies that estimate SDT parame- 
ters for such designs by pooling recognition performance across respon- 
dents. They present two simulations that explore the most efficient 
methodology and suggest guidelines for selecting appropriate accuracy 
indices. 


A Tale of Two Cities: Distinctiveness Theory and Advertising Effective- 


ness, ROHIT DESHPANDE and DOUGLAS M. STAYMAN, February 
1994, 57-64. 

The authors conducted an empirical study to test McGuire’s (1984) 
distinctiveness theory within an advertising context. First, following the 
distinctiveness theory postulate, they found that members of minority 
groups were more likely than majority groups to have their ethnicity 
salient. Furthermore, in applying distinctiveness theory to persuasion, 
they found that members of minority (versus majority) groups find an ad 
spokesperson from their own ethnic group to be more trustworthy and 
that increased trustworthiness led to more positive attitudes toward the 
brand being advertised. The authors draw implications for both advertis- 
ing to ethnic/minority groups as well as for further research applications 
of distinctiveness theory. 


BRAND EVALUATION AND CHOICE 


Benchmarks for Discrete Choice Models, MANOHAR U. KALWANI, 


ROBERT J. MEYER, and DONALD G. MORRISON, February 1994, 
65-75. 
See “Measurement” 


Context Effects, New Brand Entry, and Consideration Sets, DONALD R. 


LEHMANN and YIGANG PAN, August 1994, 364-74. 

The authors examine how new brand entries affect consumers’ con- 
sideration sets. A within-subject longitudinal experiment examines sev- 
eral entry positions into existing markets. The results suggest that new 
brand entries produce changes in consideration sets toward dominating, 
compromise, and assimilated brands, away from extreme brands in two- 
brand markets, and toward dominating and away from extreme brands in 
eight-brand markets. These results are confirmed by a second experiment 
that utilizes a between-subject design and markets with six existing 
brands. 
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The Effects of Advertising on Brand Switching and Repeat Purchasing, 
JOHN DEIGHTON, CAROLINE M. HENDERSON, and SCOTT A. 
NESLIN, February 1994, 28-43. 

See “Advertising and Media” 


Finding Choice Alternatives in Memory: Probability Models of Brand 
Name Recall, J. WESLEY HUTCHINSON, KALYAN RAMAN, and 
MURALI K. MANTRALA, November 1994, 441-61. 

Recalling brand names is an important aspect of consumer choice in 
many situations. The authors develop a general Markov model that relates 
probabilistic aspects of recall to consumer and marketing mix variables. 
Then they illustrate how parameters can be estimated from recall data for 
three special cases of the model: The first is a “baseline” version of the 
model that can be used to assess the extent to which categories of brands 
can be automatically included in or excluded from memory search; the 
second is a zero-order model that can be used to estimate the effects of 
brand variables and individual usage rates on recall latency; and the third 
is a first-order model that uses aggregate recall data to assess market 
structure. Finally, the authors demonstrate how the model can be used in 
numerical analyses to evaluate awareness-building strategies. 


Meaningful Brands From Meaningless Differentiation: The Dependence on 
Irrelevant Attributes, GREGORY S. CARPENTER, RASHI GLAZER, 
and KENT NAKAMOTO, August 1994, 339-50. 

Conventional product differentiation strategies prescribe distinguish- 
ing a product or brand from competitors’ on the basis of an attribute that 
is relevant, meaningful, and valuable to consumers. However, brands also 
successfully differentiate on an attribute that appears to create a mean- 
ingful product difference but on closer examination is irrelevant to creat- 
ing that benefit—‘meaningless” differentiation. The authors examine 
how meaningless differentiation can produce a meaningfully differenti- 
ated brand. They argue that buyers may infer that a distinguishing but ir- 
relevant attribute is in fact relevant and valuable under certain conditions, 
creating a meaningfully differentiated brand. They outline the consumer 
inference process and develop a set of hypotheses about when it will pro- 
duce meaningful brands from meaningless differentiation. Experimental 
tests in three product categories support their analysis. They explore the 
implications of the results for product differentiation strategies, con- 
sumer preference formation, and the nature of competition. 


BRAND MANAGEMENT 


Brands, Brand Management, and the Brand Manager System: A Critical- 
Historical Evaluation, GEORGE S. LOW and RONALD A. FULLER- 
TON, May 1994, 173-90. 

The authors examine the history of brand management by tracing its 
development in the context of the marketing environment from 1870 to 
the present. They develop six theses regarding the evolution of brand 
management and its implications and substantiate them utilizing a his- 
torical approach. They demonstrate that the brand manager system orig- 
inated well after the leadership of branded products was established, it 
was adopted following a conventional adoption curve pattern, and it has 
proven quite adaptable to differing firm and marketing environments 
over the past several decades. They then evaluate its likely fate in today’s 
rapidly changing environment. 


The Effect of Brand Portfolio Characteristics on Consumer Evaluations of 
Brand Extensions, PETER A. DACIN and DANIEL C. SMITH, May 
1994, 229-42. 

A growing number of brands are becoming associated with a portfolio 
of different product categories. Although concerns have been raised that 
adding products to a brand may weaken it, there is a paucity of research 
exploring the effects of brand portfolio characteristics on brand strength. 
Using two laboratory experiments and a survey, the authors examine the 
effects of several brand portfolio characteristics on consumers’ confi- 
dence in and favorability of their evaluations of subsequent brand exten- 
sions. The experiment-based findings reveal a positive relationship be- 
tween the number of products affiliated with a brand and consumers’ 
confidence in and favorability of their evaluations of extension quality. 
These results were not replicated in the survey. However, in both meth- 
ods, the authors found that as portfolio quality variance decreases, a pos- 
itive relationship between number of products affiliated with a brand and 
consumers’ confidence in their extension evaluations emerges. Implica- 
tions of these findings for both the theory and practice of brand manage- 
ment are discussed. 


The Financial information Content of Perceived Quality, DAVID A. 
AAKER and ROBERT JACOBSON, May 1994, 191-201. 

The authors investigate whether movement in a firm’s stock price, that 
is, a measure of firm value, is associated with information contained in 
perceived quality measures. In a model that also allows for the effect of 
economywide factors and a firm’s return on investment, they find a pos- 
itive relationship between stock return and changes in quality percep- 
tions. These results imply that the quality measure contains information, 
incremental to that reflected by current-term accounting measures, about 
future-term business performance. They suggest that managers should 
convey information to the stock market, such as the brand’s quality 
image, useful in depicting the long-term prospects of the business. By 
doing so, the stock market will rely less on short-term measures of busi- 
ness performance, and managers will be freer to undertake strategies nec- 
essary for ensuring the long-term viability of their firms. 


Foreign Branding and its Effects on Product Perceptions and Attitudes, 
FRANCE LECLERC, BERND H. SCHMITT, and LAURETTE DUBE, 
May 1994, 263-70. 

With three experiments, the authors examine the notion that foreign 
branding—the strategy of pronouncing or spelling a brand name in a for- 
eign language—triggers cultural stereotypes and influences product per- 
ceptions and attitudes. Choosing French brands as one specific case, Ex- 
periment 1 shows that the French pronunciation of a brand name affects 
the perceived hedonism of the products, attitudes toward the brand, and 
attitudes toward the brand name. Experiment 2 shows that congruent 
country-of-origin information, added to French branding, does not result 
in more hedonic perceptions; incongruence, however, diminishes the ef- 
fect. In Experiment 3, an actual product taste test is performed. Despite 
the presence of direct sensory experience, consumer perceptions of a 
product changed as a result of French branding. 


Heterogeneous Logit Model Implications for Brand Positioning, 
PRADEEP K. CHINTAGUNTA, May 1994, 304-11. 

The author discusses the implications of a heterogeneous logit model 
for brand positioning. The methodology presented is a restricted version 
of a mixture-of-logits model and obtains brand positions on a product- 
market map and the distribution of preferences across households while 
accounting for the effects of marketing variables on household brand 
choice behavior. The restriction involves imposing a factor structure on 
the covariance matrix of the distribution of intrinsic brand preferences. 
An empirical application of the methodology is presented using A.C. 
Nielsen household-level scanner panel data on the purchases of liquid 
laundry detergents. The results indicate that the proposed model provides 
a better fit to the data than the unrestricted mixture-of-logits modei or the 
Choice Map methodology. 


The Importance of the Brand in Brand Extension, SUSAN M. BRONIAR- 
CZYK and JOSEPH W. ALBA, May 1994, 214-28. 

Recent research has identified two factors that influence consumer 
perceptions of a brand extension: brand affect and the similarity between 
the original and extension product categories. However, surprisingly lit- 
tle attention has been paid to other associations specific to the brand it- 
self. The authors perform three experiments to explore the relative im- 
portance of these associations. The experiments reveal that brand-specif- 
ic associations may dominate the effects of brand affect and category 
similarity, particularly when consumer knowledge of the brands is high. 
The authors conclude by discussing the implications of these findings for 
managerial decision making and the process by which consumers evalu- 
ate brand extensions. 


Mastering the Mix: Do Advertising, Promotion, and Sales Force Activities 
Lead to Differentiation? WILLIAM BOULDING, EUNKYU LEE, and 
RICHARD STAELIN, May 1994, 159-72. 

The authors consider the effects of three marketing communication ac- 
tivities on nonproduct based differentiation. Specifically, they examine 
whether advertising, sales force, and promotion activities increase a 
firm’s ability to differentiate and thus shield itself from future price com- 
petition. They suggest that own-price elasticities represents a measure of 
differentiation and examine the effects of marketing communication ac- 
tivities on own-price elasticities for a large number of consumer (durable 
and nondurable) businesses. They make a series of predictions about fu- 
ture differentiation outcomes based on the likely uniqueness of the com- 
munication message. The obtained results are compatible with their basic 
premise that by providing unique and positive messages, a firm can in- 
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sulate itself from future price competition, as witnessed by less negative 
future price elasticities. Conversely, results indicate that nonunique mes- 
sages can decrease future differentiation, for example, price promotions 
for firms that price above the industry average lead to more negative fu- 
ture price elasticities. 


The Profit Benefits of Category Management, MICHAEL J. ZENOR, May 
1994, 202-13. 

The practice of category management (i.e., employing a single deci- 
sion maker who is responsible for a firm’s product line) has been advo- 
cated as a superior alternative to brand management (i.e., independent 
decision makers who act as independent entrepreneurs within the same 
firm). The author provides an extremely general product line pricing 
model that calibrates the potential profit benefits of a coordinated cate- 
gory-level pricing strategy as compared with an uncoordinated brand- 
level pricing strategy. The model can be used to obtain optimal prices and 
profits for any general pricing “coalition” between brands—brand man- 
agement or category management. 


A Survey-Based Method for Measuring and Understanding Brand Equity 
and its Extendibility, CHAN SU PARK and V. SRNINIVASAN, May 
1994, 271-88. 

The authors develop a new survey-based method for measuring and 
understanding a brand’s equity in a product category and evaluating the 
equity of the brand’s extension into a different but related product cate- 
gory. It uses a customer-based definition of brand equity as the added 
value endowed by the brand to the product as perceived by a consumer. 
It measures brand equity as the difference between an individual con- 
sumer’s overall brand preference and his or her brand preference on the 
basis of objectively measured product attribute levels. To understand the 
sources of brand equity, the approach divides brand equity into attribute- 
based and nonattribute-based components. The method provides the 
market share premium and the price premium attributable to brand equi- 
ty. The survey-based results from applying the method to the toothpaste 
and mouthwash categories show that the proposed approach has good re- 
liability, convergent validity, and predictive validity. 


To Extend or Not to Extend: Success Determinants of Line Extensions, 
SRINIVAS K. REDDY, SUSAN L. HOLAK, and SUBHODH BI.AT, 
May 1994, 243-62. 

The authors study the determinants of line extension success. The au- 
thors use data on 75 line extensions of 34 cigarette brands over a 20-year 
period to investigate the relative effects of brand, extension, and firm 
characteristics on the incremental market share of brand line extensions. 
The econometric model also captures the extent of cannibalization of 
parent brand sales that may have occurred due to the line extension’s in- 
troduction. The authors also explore the role of a brand’s symbolic value 
as a factor in line extension success. Results indicate that parent brand 
strength and its symbolic value, early entry timing, a firm’s size, and dis- 
tinctive marketing competencies, as well as the advertising support allo- 
cated to line extensions, contribute positively to the success of line ex- 
tensions. Their findings suggest that, in this industry, cannibalization ef- 
fects of line extension activity may have been limited and line extensions 
into earlier subcategories actually may have helped the parent brand. 
Even with cannibalization, the incremental sales generated by the exten- 
sion seem to be reason enough to make a line extension strategy viable. 


Understanding Brand Competition Using Micro and Macro Scanner Data, 
GARY J. RUSSELL and WAGNER A. KAMAKURA, August 1994, 
289-303. 

Recent advances in data gathering through checkout scanners have 
produced vast amounts of data on the actual behavior of consumers in the 
marketplace, creating new opportunities for managers and researchers to 
understand competition and consumers’ response to the marketing mix. 
Previous analyses of this data in the literature have focused either at the 
household (micro) or store (macro) level. The authors propose a method 
of enriching the analysis of competitive behavior by combining the in- 
depth consumer information obtained from a micro-level household 
scanner panel with the comprehensive market data supplied by a macro- 
level retail-tracking panel. The approach offers the manager detailed in- 
formation about consumers (e.g., identification of consumer segments in 
terms of brand preferences and socioeconomic characteristics) along 
with strategic diagnostics of the product-market (e.g., the sensitivity of 
the market to price promotions, impact of a brand’s strategy on competi- 
tors, vulnerability of the brand to competitive actions). 


CONSUMER BEHAVIOR 


Age, Sex, and Attitude Toward the Past as Predictors of Consumers’ Aes- 


thetic Tastes for Cultural Products, MORRIS B. HOLBROOK and 
ROBERT M. SCHINDLER, August 1994, 412-22. 

New data pertaining to tastes for popular culture support and extend 
the previous finding that consumers tend to form enduring preferences 
during a sensitive period in their lives. A psychographic measure of the 
consumer’s attitude toward the past is shown to moderate this tendency, 
and differences between male and female respondents suggest that the 
experience of strong positive feelings plays a causal role. These findings 
can guide the marketer in designing aesthetic aspects of products or pro- 
motional stimuli and may increase the practicality of using cohort anal- 
ysis for predictions of consumer demand. 


Buying or Just Browsing? The Duration of Purchase Deliberation, 


WILLIAM P. PUTSIS, JR. and NARASIMHAN SRINIVASAN, August 
1994, 393-402. 

Newman and Staelin (1971) point to a lack of research addressing the 
important questions of “How long are buyers ‘in process’ on their pur- 
chasing decisions?” and “What factors are related to differences in deci- 
sion time?” Unfortunately, very little attention has been paid to this im- 
portant research area during the more than two decades following New- 
man and Staelin’s work. Accordingly, the authors develop a theory of the 
evolution of choice decisions for consumer durable products. This theo- 
ry addresses information acquisition behavior and the duration of the 
purchase deliberation process itself. From this general theory, hypothe- 
ses pertaining to the duration of the deliberation process are tested using 
new car purchase survey data. 


Do Coupon Expiration Dates Affect Consumer Behavior? J. JEFFREY 


INMAN and LEIGH MCALISTER, August 1994, 423-28. 

Expiration dates are used by couponers to limit their financial liabili- 
ty temporally. Traditional wisdom assumes that coupon redemptions are 
greatest in the period immediately following the coupon drop and decline 
monotonically. Using regret theory, the authors predict that expiration 
dates induce a second mode in the redemption pattern just prior to the ex- 
piration date. They test this prediction by extending an existing coupon 
redemption model to incorporate an expiration effect and then estimating 
both the existing and the expiration models using weekly coupon re- 
demption data for spaghetti sauce from A.C. Nielsen panels in two cities. 
Results are consistent with our prediction. Implications for practitioners 
and researchers are discussed. 


The Effect of Brand Portfolio Characteristics on Consumer Evaluations of 


Brand Extensions, PETER A. DACIN and DANIEL C. SMITH, May 
1994, 229-42. 
See “Brand Management” 


The Effect of Deal Knowledge on Consumer Purchase Behavior, 


ARADHNA KRISHNA, February 1994, 76-91. 

Research has shown that there is heterogeneity in consumer knowl- 
edge of prices and deals. In addition, it has been found that buyers’ pur- 
chase behavior can be influences not only by the current price of a prod- 
uct, but also by what prices they expect in the future. The authors builds 
a purchase quantity model to contrast normative behavior of consumers 
who have knowledge of future price deals with that of those who do not. 
Implications from the model are derived concerning consumer deal re- 
sponse for the consumer's preferred and less preferred brands. These im- 
plications show that normative purchase behavior is very different be- 
tween consumers with and without knowledge of future deals. The model 
implies that consumers with knowledge of future deals could be more 
likely to purchase on low-value deals and deals on less preferred brands 
compared with consumers without knowledge of future deals. Another 
implication of interest is that the relative quantity purchased by con- 
sumers who have deal knowledge compared with those who do not de- 
pends on the time pattern of deals. The implications are supported in a 
laboratory experiment. The author finds that actual behavior varies de- 
pending on deal knowledge and is quite consistent with model 
predictions. 


Foreign Branding and its Effects on Product Perceptions and Attitudes, 


FRANCE LECLERC, BERND H. SCHMITT, and LAURETTE DUBE, 
May 1994, 263-70. 
See “Brand Management” 
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The Importance of the Brand in Brand Extension, SUSAN M. BRONIAR- 
CZYK and JOSEPH W. ALBA, May 1994, 214-28. 
See “Brand Management” 


CUSTOMER SERVICE 


Behavioral and Psychological Consequences of Boundary Spanning: 
Burnout for Customer Service Representatives, JAGDIP SINGH, JERRY 
R. GOOLSBY, and GARY K. RHOADS, November 1994, 558-69. 

Marketing boundary spanners—especially customer service representa- 
tives—are notably susceptible to burnout. The authors define the burnout 
construct and develop hypotheses to examine if burnout acts as a partial 
mediator between role stressors and key behavioral and psychological job 
outcomes. Responses from 377 customer service representatives reveal 
that burnout levels are high relative to other burnout-prone occupations 
(e.g., police, nursing) and that burnout has consistent, significant, and dys- 
functional effects on their behavioral and psychological outcomes. More- 
over, burnout mediates the negative effects of role stressors on job out- 
comes, whereas the positive effects of role stressors are unmediated. 


EDITORIALS 


Challenges and Opportunities Facing Brand Management: An Introduction 
to the Special Issue, ALLAN D. SHOCKER, RAJENDRA K. SRIVI- 
ASTAVA, and ROBERT W. RUEKERT, May 1994, 149-58. 


Reflections on “Consumer Preference Formation and Pioneering Advan- 
tage,’ GREGORY S. CARPENTER and KENT NAKAMOTO, Novem- 
ber 1994, 570-73. 

The authors reflect on the research reported in their 1989 article that 
won the O’Dell award, the process of publishing that research, and the 
subsequent research that has grown out of it. 


FORECASTING 


A Two-Stage Sales Forecasting Procedure Using Discounted Least 
Squares, STEPHEN A. SMITH, SHELBY H. McINTYRE, and DALE 
D. ACHABAL, February 1994, 44-56. 

The authors develop a two-stage forecasting methodology for estimat- 
ing the sales responses to marketing and environmental variables when it 
is likely that their impacts will change unpredictably over time. The 
methodology is based on an integrated least squares procedure that uses 
regression analysis in Stage | to estimate the coefficients of the control- 
lable and environmental variables in combination with a Stage 2 dis- 
counted least squares smoothing procedure that updates key parameters 
in response to changing marketing conditions. The effectiveness of the 
methodology is demonstrated by applying it to weekly sales data from a 
major retail chain. 


MANAGERIAL JUDGMENT AND DECISION AIDS 


Brands, Brand Management, and the Brand Manager System: A Critical- 
Historical Evaluation, GEORGE S. LOW and RONALD A. FULLER- 
TON, May 1994, 173-90. 

See “Brand Management” 


The Financial Information Content of Perceived Quality, DAVID A. 
AAKER and ROBERT JACOBSON, May 1994, 191-201. 
See “Brand Management” 


Mastering the Mix: Do Advertising, Promotion, and Sales Force Activities 
Lead to Differentiation? WILLIAM BOULDING, EUNKYU LEE, and 
RICHARD STAELIN, May 1994, 159-72. 

See “Brand Management” 


The Profit Benefits of Category Management, MICHAEL J. ZENOR, Au- 
gust 1994, 202-13. 
See “Brand Management” 


MARKETING ANALYSIS AND RESPONSE 


Exchange Interdependence and Interfirm Interaction: Research in a Simu- 
tated Channel Setting, GREGORY T. GUNDLACH and ERNEST R. 
CADOTTE, November 1994, 516-32. 


The authors employ a simulated market channel to investigate two 
properties of interdependence—magnitude and relative asymmetry. In- 
creasing magnitudes of joint dependence are associated with more fre- 
quent use of noncoercive strategies, less frequent use of coercive strate- 
gies, lower residual conflict, and more favorable evaluations of partner 
performance. These results support the relational exchange paradigm. 
Findings for relative asymmetry were not anticipated but are informative. 
First, an increasing power advantage did not result in the predicted 
greater use of threats and punishments, although demands and normative 
statements were more prevalent. Second, one side of the dyad decreased 
its use of rewards and the other increased its use of rewards, promises, 
and information persuasion. As predicted, an increasing power advantage 
(lower relative dependence) is associated with less favorable perfor- 
mance evaluations of exchange partners and less residual conflict. 


An Integrated Framework for Relating Diverse Consumer Characteristics to 
Supermarket Coupon Redemption, BANWARI MITTAL, November 
1994, 533-34. 

The author proposes a model of consumer redemption of grocery 
coupons, integrating the separate literatures on consumer demographics, 
nondemographic consumer characteristics, and cost/benefit perceptions. 
The model posits that demographics are poor predictors of coupon-use 
behavior, because they are the farthest in the causal chain. The effects of 
demographics are mediated by three layers of mediating variables, each 
successively closer to coupon attitudes and use. Data from a sample of 
grocery shoppers show most of the hypothesized mediational paths to be 
significant. The research cautions against arbitrary use of demographics 
for targeting promotional efforts and offers an approach to constructing 
an understanding of the psychological processes that mediate between 
consumers’ demographics and their marketplace behaviors. 


Market-Oriented Ethnography: Interpretation Building and Marketing 
Strategy Formulation, ERIC J. ARNOULD and MELANIE WALLEN- 
DORF, November, 1994, 484-504. 

The authors show how ethnography can provide multiple strategically 
important perspectives on behaviors of interest to marketing researchers. 
They first discuss the goals and four essential characteristics of ethno- 
graphic interpretation. Then they review the particular contributions to 
interpretation of several kinds of ethnographic observation and interview 
data. Next they discuss how interpretations are built from ethnographic 
data. They show how multilayered interpretations of market phenomena 
emerge through systematic analysis of complementary and discrepant 
data. Finally, the authors articulate three representational strategies that 
are used to link multi-layered interpretations to marketing strategy for- 
mulation. They suggest that ethnographic methods are appropriate for 
apprehending a wide variety of consumption and use situations with im- 
plications for market segmentation and targeting; product and service po- 
sitioning; and product, service, and brand management. 


MEASUREMENT 


Benchmarks for Discrete Choice Models, MANOHAR U. KALWANI, 
ROBERT J. MEYER, and DONALD G. MORRISON, February 1994, 
65-75. 

In assessing the performance of a choice model, we have to answer the 
question, “Compared with what?” Analyses of consumer brand choice 
data historically have measured fit by comparing a model’s performance 
with that of a naive model that assumes a household’s choice probabili- 
ty on each occasion equals the aggregate market share of each brand. The 
authors suggest that this benchmark could form an overly naive point of 
reference in assessing the fit of a choice model calibrated on scanner- 
panel data, or any repeated-measures analysis of choice. They propose 
that fairer benchmarks for discrete choice models in marketing should in- 
corporate heterogeneity in consumer choice probabilities, evidence for 
which is by now well documented in the marketing literature. They use 
simulated data to compare the performance of parametric and nonpara- 
metric benchmark models, which allow for heterogeneity in consumer 
choice probabilities, with the performance of the aggregate share-based 
benchmark model, which assumes consumers are homogenous in their 
choice probabilities. They also assess the performance of two previously 
published consumer behavior models against the proposed fairer bench- 
mark models that allow for heterogeneity in consumer choice probabili- 
ties. They find that one provides a significantly better fit than their more 
conservative benchmark models and the other performs less favorably. 
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Designs of Discrete Choice Set Experiments for Estimating Both Attribute 
and Availability Cross Effects, ANDREAS G. LAZARI and DONALD 
A. ANDERSON, August 1994, 375-83. 

Probabilistic discrete choice experiments are frequently applied in 
strategic policy, management, and marketing problems to model and pre- 
dict consumer choice behavior. The authors consider the construction of 
a class of discrete choice set experiment designs for estimating all avail- 
ability and attribute cross effects where there are m brands and one at- 
tribute for each brand. 


Efficient Experimental Design with Marketing Research Applications, 
WARREN F. KUHFELD, RANDALL D. TOBIAS, and MARK GAR- 
RATT, November 1994, 545-57. 

The authors suggest the use of D-efficient experimental designs for 
conjoint and discrete-choice studies, discussing orthogonal arrays, 
nonorthogonal designs, relative efficiency, and nonorthogonal design al- 
gorithms. They construct designs for a choice study with asymmetry and 
interactions and for a conjoint study with blocks and aggregate 
interactions. 


Heterogeneous Logit Model Implications for Brand Positioning, 
PRADEEP K. CHINTAGUNTA, May 1994, 304-11. 
See “Brand Management” 
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ments, HARMEN OPPEWAL, JORDAN J. LOUVIERE, and HARRY 
J.P. TIMMERMANS, February 1994, 92-105. 

The authors propose and illustrate an extension of the method of Hi- 
erarchical Information Integration (HII). HII allows one to handle large 
numbers of attributes in conjoint tasks by designing subexperiments that 
include subsets of attributes. It assumes that individuals can use general 
attributes or decision constructs to summarize their impressions of these 
subsets, which could be clusters of detailed, managerially relevant at- 
tributes. The proposed extension involves the design of subexperiments 
that include attributes plus summary evaluations of remaining constructs. 
Advantages are that subexperiments can be analyzed separately but also 
jointly to estimate one overall preference or choice model; a more flexi- 
ble and easy task is obtained; and one can test the assumed hierarchical 
decision structure. The authors illustrate the approach with an applica- 
tion that models consumer choice of shopping center. In this application, 
results partially support the hierarchical structure and predictive validity. 
Finally, the authors discuss implications for further research. 


Signal Detection Theory and Single Observation Designs: Methods and In- 
dices for Advertising Recognition Testing, J. DENNIS CRADIT, 
ARMEN TASHCHIAN, and CHARLES F. HOFACKER, February 
1994, 117-27. 

See “Advertising and Media” 
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ana Its Extendibility, CHAN SU PARK and V. SRNINIVASAN, May 
1994, 271-88. 

See “Brand Management” 


Understanding Brand Competition Using Micro and Macro Scanner Data, 
GARY J. RUSSELL and WAGNER A. KAMAKURA, August 1994, 
289-303. 

See “Brand Management” 


SALES FORCE MANAGEMENT 


The Influence of the Market Orientation of the Firm on Sales Force Be- 
havior and Attitudes, JUDY A. SIGUAW, GENE BROWN, and 
ROBERT E. WIDING, II, February 1994, 106-16. 

The authors used a national sample of 306 industrial salespeople to in- 
vestigate empirically a model incorporating the constructs of market ori- 
entation, customer orientation, a difference score, and job attitudes. The 
results indicate that the selected market orientation of the firm signifi- 
cantly influences salesperson customer orientation and job attitudes. 


Organizational Citizenship Behavior and Sales Unit Effectiveness, PHILIP 
M. PODSAKOFF and SCOTT B. MACKENZIE, August 1994, 351-63. 
Organizational citizenship behaviors (OCBs) are defined as discre- 
tionary, extra-role behaviors on the part of a salesperson that have been 
shown to influence managers’ evaluations of performance. It has been 
suggested that one reason managers value OCBs is that they believe 
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OCBs contribute to organizational success. The authors’ purpose is to in- 
vestigate the impact of OCBs on objective unit performance and compare 
this effect to the impact that OCBs have on managerial evaluations. First, 
the impact of OCBs on overall performance evaluations is examined. Sec- 
ond, the aggregate effects of unit-level OCBs on agency performance are 
examined using objective performance data for 116 agencies in a major 
insurance company. The results show that OCBs make an important con- 
tribution to overall agency performance; however, some citizenship be- 
haviors appear to help and others hinder agency performance. Finaily, a 
comparison of the results of the two studies suggests that managers tend 
to overvalue some citizenship behaviors and undervalue others. 


SELLING 


The Effect of Just-in-Time Selling on Organizational Structure: An Empir- 


ical Investigation, RICHARD GERMAIN, CORNELIA DROGE, and 
PATRICIA J. DAUGHERTY, November 1994, 471-483. 

The authors test a model of the relationships among environmental un- 
certainty, just-in-time (JIT) selling, and dimensions of organizational 
structure. The results show that uncertainty is antecedent to JIT selling 
and that JIT selling predicts performance conirol, specialization, and 
scheduling decentralization. JIT selling is unrelated to face-to face inte- 
gration and operations decentralization. 


Rentals, Sales, and Buybacks: Managing Secondary Distribution Channels, 


DEVAVRIT PUROHIT and RICHARD STAELIN, August 1994, 
325-38. 

The authors analyze a problem facing a durable product manufacturer 
who has to manage two “noncompeting” channel systems. In particular, 
they focus on the practices of U.S. automakers who distribute new cars 
through both dealers and rental agencies. In their stylized model, the 
dealer sells cars to customers and the renter satisfies customers’ short- 
term needs by renting cars. As a result, in the short run, the rental mar- 
ket does not compete with the dealer’s market. However, if the renter 
eventually sells some of its used cars into the consumer market, then 
these sales can compete with the dealer’s sales of new cars. Using a two- 
period model, the authors analyze three channel structures that exist in 
today’s auto market. They discuss the implications of their work on the 
structure of distribution channels in the automobile industry and show 
how dealer profits and total manufacturer sales depend on the type of 
channel structure used. 


STATISTICAL METHODS 


On Using Demographic Variables to Determine Segment Membership in 


Logit Mixture Models, SACHIN GUPTA and PRADEEP K. CHINTA- 
GUNTA, February 1994, 128-36. 

The authors propose an extension of the logit-mixture model that de- 
fines prior segment membership probabilities as functions of concomi- 
tant (demographic) variables. Using this approach it is possible to de- 
scribe how membership in each of the segments, segments beings char- 
acterized by a specific profile of brand preferences and marketing vari- 
able sensitivities, is related to household demographic characteristics. An 
empirical application of the methodology is provided using A.C. Nielsen 
scanner panel data on catsup. The authors provide a comparison with the 
results obtained using the extant methodology in estimation and valida- 
tion samples of households. 


Perceptual Mapping Based on Idiosyncratic Sets of Attributes, JAN-BENE- 


DICT E.M. STEENKAMP, HANS C.M. VAN TRIP, and JOS M.F. TEN 
BERGE, February 1994, 15-27. 

The authors describe a compositional perceptual mapping procedure, 
unrestricted attribute-elicitation mapping (UAM), which allows con- 
sumers to describe and rate the brands in their own terminology and thus 
relaxes the restrictive assumptions of traditional compositional mapping 
techniques regarding the structure and interpretation of the set of at- 
tributes. They compare the performance of three estimation techniques 
for constructing a group space based on the idiosyncratic data, namely, 
INDSCAL, CANCOR, and generalized procrustes analysis (GPA). Their 
findings indicate that the three estimation techniques perform about 
equally well. UAM also is compared with traditional compositional map- 
ping. They find that UAM is superior on fit of the solution, interpretabil- 
ity, and sample reliability. UAM probably holds an edge with respect to 
data collection Traditiona! compositional mapping is superior on ease of 
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data analysis. No major difference was found on predictive validity and 
structural reliability. 


Reliability Measures for Qualitative Data: Theory and Implications, 
ROLAND T. RUST and BRUCE COOIL, February 1994, 1-14. 
Data based on qualitative judgments are prevalent in both academic re- 
search in marketing and applied marketing research. Reliability mea- 
surement of qualitative data is important to determine the stability and 
quality of the data obtained. The authors assume a decision theoretic loss 
function, formally model the loss to the researcher of using wrong judg- 
ments, and show how this produces a new proportional reduction in loss 
(PRL) reliability measure that generalizes many existing quantitative and 
qualitative measures. Because the PRL measure is often cumbersome to 
compute directly, they provide reference tables that enable the researcher 
to apply their approach easily. They then use this new approach to ex- 
plore several practical issues in conducting marketing research with 
-qualitative judgments. In particular, they address the issues of (1) how re- 
liable qualitative data should be (extending directly from Nunnally’s rule 
of thumb for Cronbach’s alpha in quantitative measurement), (2) how 
many judges are necessary given a known proportion of agreement be- 
tween judges, and (3) given a fixed number of judges, what proportion of 
agreement must be obtained to ensure adequate reliability. 


A Two-Stage Sales Forecasting Procedure Using Discounted Least 
Squares, STEPHEN A. SMITH, SHELBY H. McINTYRE, and DALE 
D. ACHABAL, February 1994, 44-56. 

See “Forecasting” 


TRADING RELATIONSHIPS 


An Efficiency Criterion for Marketing Design, BIRGER WERNERFELT, 
November 1994, 462-72. 

The author proposes that the parties in vertical trading relationships al- 
locate their efforts toward manufacturing and information exchange such 
that no other arrangement makes them all better off. In some cases this 
reduces to the suggestion that a change should be made if one party can 
pay others to do it. 
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